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ABSTRACT
Brand commitment studies had gained considerable attention in today’s marketing practices. Sustaining the brand competitive advantages become 
challenging especially in the context of digital marketing. Development of Web 2.0 that enables interactive communication had offered a new mechanism 
for owner of the brand to strengthen the bond among their admirers and users via online brand community. Attitude and behavior of online brand 
community members can be crucial to overall brand competitive advantage. This is because brand image and reputation can be praised or tarnished just 
by one click from the members. Hence, owner of the brand should understand how online brand community commitment could affect overall brand 
performance. This study attempts to examine how brand trust and brand community commitment among online brand community will affect their brand 
resonance behavior namely brand referral and intention to purchase new product of the brand in the future. The study among 167 members of online 
brand community indicate that brand trust and brand community commitment play a significant roles in determining brand community behavior such as 
brand referral and intention to purchase new product. Discussion and recommendation for future research direction also were discussed in this article.
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1. INTRODUCTION
Nowadays, social media becomes one of the popular tools for 
communication among practitioners especially in disseminating 
information on organization, products and services. It is recorded 
more and more organizations had benefited from usage of 
social media as a tool of communication to their stakeholders 
especially consumers. In line with the development of Web 
2.0, communication through online is no longer a one-way 
communication (Mangold and Flauds, 2009). Social media today 
(Web 2.0 based) such as Facebook, Blogs, Instagram and many 
more enable more interactive, two-way communication between 
organization (owner of the brand) with consumers as well as 
between consumers and consumers. As a result, most organizations 
have their own online brand community either from organization 
or consumers’- initiated brand communities.
Despite the growing important of online brand community and/or 
social media as new tool for integrated marketing communication, 
little focus had been done to understand contribution of online 
brand community to overall brand success, especially when 
consumers or members of community becomes more engage 
and committed towards certain brand. In essence, social media 
contributes to favorable brand resonance behavior among 
consumers. Previous studies attempted to examine the predictors 
and consequences of brand community commitment among 
cosmetics, software, travel, food and restaurants, luxury fashion, 
computer hardware and software, theme park and mobile phone 
online communities (Merisavo and Raulas, 2004; Casalo et al., 
2010b; Cheung et al., 2008; Kim et al., 2008; Carlson et al., 
2008; Hur et al., 2011; Thompson and Sinha, 2008). The mixed 
results from previous studies suggested the urgency of the study 
to broaden the study into new context and sample with additional 
predictors and consequences (Casalo et al., 2010b; Cheung et al., 
2008; Kim et al., 2008). Based on the previous literatures, the 
predictors identified such as trust (Casalo et al., 2011; Fuller 
et al., 2008; Hur et al., 2011) perceived usefulness (Casalo et al., 
2011; 2010b), identification (Casalo et al., 2010b; Fuller et al., 
2008; Carlson et al., 2008) and participation (Shang et al., 2006; 
Thompson and Sinha, 2008; Madupu and Cooley, 2010). Among 
the highlighted outcomes are brand loyalty (Merisavo and Raulas, 
2004; Jang et al., 2008; Madupu and Cooley, 2010; Stokburger-
